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Abstract 
The marketing in this industry has gained big protagonist in today's context. Therefore, there are many studies that have 
started to analyze both the causes and the forms in which this process takes place and how the industry benefits from it. 
Internationalization views from the perspective of the Mexican economy could be a benefit; sustaining and increasing the 
amount of exterior market, improving the internal and external competitive level and in the end, guaranteeing the possibility 
of economy, market and employment (Garcia, J.M. 1996), this is why it is important to analyze how marketing can trigger 
that internationalization. The processes of industrial internationalization are one of the most solid ways to develop competitive 
advantages, promoting international industrial competitivity (Canals, J. 1992) and strengthening the acquired position in the 
domestic market. Maybe because it is a new process, the area that covers the internationalization of the hotel industry in 
Morelia has not been the object of scientific and monographic analysis from the marketing point of view. The objective is to 
propose strategies of marketing that promote the internationalization of hotel industry in Morelia. Analyses how the touristic 
activities were impacted by marketing, also includes a revision of the most relevant studies that, from a theoretical or 
empirical point of view of the strategies and the internationalization, making emphasis on the relationship of the two 
phenomena. The theme that is object of study focuses its analysis in the academic and industrial currents. The results of the 
field work that was carried out for the study applied on the process of internationalization of the hotel industry in Morelia; 
have to be shown, as well as the strategies of marketing that the hotel industry must apply to obtain the so called 
internationalization.  
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1. Tourism and hotel industry 
Traditionally, the hospitality companies and the small business dedicated to the hospitality have been apart of 
the marketing environment. However, factors such as crisis, hyper-segmentation and digitization in all types of 
promotion, are causing the emergence of multiple cases of successful business models developed by them. In all, 
the marketing treated as strategy and brand value creation play a role. 
This is why social unite economic situation demands that the enterprise and the revitalization of the hotel are 
the engine to return to revive the economy. To do this, the hotel industry should moreliana consider marketing as 
the focus of its business integrator. 
The World Tourism Organization confirms the good situation in which tourism is worldwide. Expanding the 
number of countries consider tourism as a potential source of profit and therefore the stimulus to develop this 
activity has increased both the number and the attraction of new destinations. If one also includes the national 
market entry of international players (Kim, C.; HWang, P. (992), competition intensifies it more difficult to 
establish a strategy to achieve a sustainable positioning companies within this complex business environment 
(Garcia, J.M. 1996). 
This has joined demand more demanding and informed and with very different profiles between segments 
(Varela, F.J.; Thompson, E.; Y Rosch, E. 2004). Having driven the tourism industry to carry out differentiation 
strategies through the use of marketing, because it is one of the main factors influencing the competitiveness of 
the tourism sector (Blankenburg, D.; Johanson, J. 1997). The hotel industry is important for its contribution to job 
creation and the indirect effects it has on the environment. The presence of a hotel in a certain area can promote 
the development of complementary tourist activities, improve the welfare of residents in the tourist areas of 
influence, and revitalize a number of economic activities, without the figure of the hotel could disappear. 
The hotels in Morelia, Michoacan, are essentially family businesses that are developing their administrative 
skills, they face competition from chain hotels, which have a low participation of foreign tourists, providing a 
hosting service that has failed standard retain guests, and lack of training and management systems of 
information useful for decision-making, so it is relevant to increase occupancy standards applying new strategies 
to ensure the continuous flow of foreign customers. 
2.  Theoretical Perspectives on Internationalization to Business 
Internationalization is an economic phenomenon that has attracted the interest of a large number of 
researchers. For internationalization means a set of operations that facilitate the establishment of more or less 
stable ties between the company and international markets along a process of increasing involvement and 
internationally (Welch, L; Luostarinen, R. 1988). 
There are different theoretical approaches that attempt to explain the process of internationalization of 
companies, those that refer to the explanations relating to the analysis of international operations of the 
multinational company, and more specifically, its direct investment activities. 
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Table 1. Definition of business internationalization and foreign market selection for each approach described 
INTERNATIONALIZATION OF THE 
COMPANY 
APPROACHES 
THEORETICAL 
DECISION OF 
SELECTION 
FOREIGN MARKETS 
Based on the concentration processes of 
companies across national borders due to 
market structures (Wilson, D.T., Y Moller, 
K.E.K. 1991). 
Tª of the 
organization 
industrial 
Production facilities are 
located in selected foreign 
markets in terms of the 
competitive advantages and 
the company has exclusive 
It relies on overseas markets to internalize 
be more efficient because it avoids the 
costs associated with external market 
imperfections 
paradigm 
eclectic 
Dunning 
It's a rational decision based 
on costs and in the 
advantages of producing in 
certain markets 
It explains how foreign production pattern 
of multinational companies and to explain 
why it makes foreign direct investment 
Approach 
macroeconomic 
It is based on the search of 
countries with comparative 
advantages in sectors or 
activities which make direct 
investment 
It relies on overseas markets to internalize 
be more efficient because it avoids the 
costs associated with external market 
imperfections 
Tª of the 
internalization 
It is based on the 
identification of the 
location advantages in 
foreign markets in terms of 
economic factors: costs, 
economies of scale, market 
structure 
It is a gradual process of cumulative 
decisions based on permanent interactions 
between the development of knowledge 
about foreign markets and the commitment 
of resources in those markets 
Model Uppsala Determines which countries 
should address the company 
based on perceived 
psychological distance 
It is a business innovation process based 
on the export performance of the 
Company 
Approach 
innovation 
It is based on the analysis 
of more favorable external 
conditions for export 
activities 
Stage sampling is a process of new 
product development conditioned by the 
life cycle of products 
Life cycle model of 
Vernon 
It decides where to locate 
production in terms of 
economic conditions 
evaluated: economies of 
scale, cost minimization, 
per capita income, demand, 
enterprise assets 
It is a process that develops in terms of 
continuous interorganizational interactions 
between local firms and their networks 
Network approach It is based on the interaction 
between policy makers and 
members of social networks 
to reduce search costs 
overseas markets 
          Source: Authors. 
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1.1. Internationalisation from a network approach 
The growing importance of the dynamics of international trade relations is demonstrated in the emerging 
number of studies based on the approach of network theory (Ellis, P. 2000). Much of the literature to date has 
focused on the development of relationships (Canals, J. 1994), while the beginning of these relationships has not 
been studied usual (Olsen, M. 1991). Following extended network theory, entry into foreign markets is seen as a 
function of continuous interorganizational interactions between local companies and their networks. This means 
that the opportunities of foreign markets will reach the local company by members of the network (Blankenburg, 
D.; Johanson, J. 1997). 
The authors believe that the first mover has a low level of knowledge about foreign market conditions and 
also can not use their relationships with other members of the network to acquire, as they have not been 
internationalized, its activities develop in a national or local network (Olsen, M.; Connolly, D. 2000). This 
implies that the company will assume a certain risk that seek to minimize using a penetration strategy, which is to 
cover the nearby markets through input methods that involve a low level of commitment. However, companies 
can support initiating various strategies to get better results getting the necessary experience through marketing. 
Marketing has many definitions, according to Philip Kotler is "social and managerial process by which groups 
of individuals meet their needs by creating and exchanging goods and services." 
2. Analysis of the Hotel Sector in Morelia, from the Perspective of Marketing 
A mistake made by many hotels, when they have begun to be aware of the need to structure the marketing 
function has been to concentrate on the operational side (advertising, design, catalogs, etc.), and have neglected 
the strategic approach customer orientation and brand value creation (branding strategy) (Olsen, M.; West, J.; 
Tse, E. 1998). 
In the SME customer focus has been in the hands of commercial nature of the entrepreneur who led the 
project. This guidance has been deposited in your intuition and business sense. His leadership has supplied 
strategic focus, structure and method. 
On the branding strategy, in most cases is limited to the design process of the formal elements of the brand. 
They have neglected phases needed branding process as defining identity platform, the development of the value 
proposition and the definition of the desired positioning (Olsen, M.; Zhao, J.L. 1997). 
2.1. Features Tourism Demand Michoacan 
Data from a survey conducted in 2010 by the National Tourism Secretariat to identify the profile of tourists 
visiting the state of Michoacan. 
The following summarizes the main features: 
 
• These are young tourists. 48% of visitors were aged between 25 and 44 years. 
• Most of the demand comes from the domestic market. The proportion of Mexican tourists reached 85% of the 
total. 
• Of the tourists from abroad, 63% originated in the United States of America. 
• The most form commonly used is the journey with a partner (40%). 
• The tourists stayed overnight an average of 4.55 nights in Michoacan. This is a key indicator for tourism and 
in particular for hosting service providers. 
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• The transport most used to reach Michoacán was the private car (77%). 
• Among the reasons given by the tourists to visit Michoacan, the reason "cultural events" obtained a significant 
increase in recent years and now accounts for 40% of the total. 
ACTIVITY IN TURISM CENTERS SELECTED BY CATEGORY 2011 p/ 
  Rooms % Arrival of Tourists Tourists Night 
  Available Occupied Occupation Total Total 
Total National 128,739,035 64,402,167 50.03 59,237,051 133,359,849 
     5 Estrellas 51,750,193 30,267,773 58.49 19,903,501 64,221,274 
     4 Estrellas 33,381,333 17,291,692 51.80 16,841,535 34,842,868 
     3 Estrellas 23,051,083 9,245,150 40.11 11,377,361 19,418,063 
     2 Estrellas 11,111,031 4,306,332 38.76 5,994,641 8,590,615 
     1 Estrella 9,445,395 3,291,220 34.84 5,120,013 6,287,029 
Morelia, Mich.   1,431,175 577,245 40.33 705,336 980,259 
     5 Estrellas 257,300 106,846 41.53 93,932 164,866 
     4 Estrellas 593,976 288,572 48.58 322,795 482,099 
     3 Estrellas 335,377 101,542 30.28 163,113 180,096 
     2 Estrellas 148,130 53,981 36.44 85,204 103,066 
     1 Estrella 96,392 26,304 27.29 40,292 50,132 
SOURCE: Office of Tourism of the State governments and the Federal District. 
 
2.2. Keys to Marketing Strategy 
1. Commitment from senior management Analysing the success stories of large companies and brands today 
are the leaders, in most cases is the figure of some business leaders who were able to turn their vision, their 
dream a reality business. The leader's role is crucial in a hotel regardless of the size it is. Now when this is 
starting or when it is still small, is when the role of the highest level of management is most important. Morelia 
Hotels rarely have this commitment to address because they are smaller hotels run by individual owners and not 
qualified to run a business (Root, F.R. 1994). 
2. First strategy, then operational. In practice, it is very common to find companies where the marketing 
department called endeavors to produce catalogs and brochures, preparing attendance at fairs, feed web page 
content and little else. This mentality is wrong and pernicious. The first should be the strategic focus and that we 
must focus early efforts. A proper analysis of the market, customers, competition, internal and context, enabling 
accurate segmentation to segment with the greatest chance of success, differential positioning can be transmitted 
with the resources available and that results in a defensible advantage, a selection successful channel with a 
pricing policy which rewards the channel and allow sustainable profitability, excellence in service embodying a 
winning proposition customer value. It should foster strategic culture in the hotel industry and to achieve what 
until today seems impossible, plan, not only the internal activities of the hotel, but everything that can achieve 
better business performance. 
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3. Customer orientation. The "customer orientation" is one of the common in the literature on management 
and marketing. Generally, there is a consensus that the hotel industry should be "customer oriented". Morelia is 
known for its hospitality and quality of service, so if being planned or be part of a strategy, small family hotels if 
Estonian linked with such guidance. 
4. Digitization. This is the factor that historically represents the greatest opportunity for hotels to compete 
with weapons similar to those of large enterprises. While it is true that in recent years has gone deep into the 
internet, we are far from digitization rates of countries like United States, England and Germany. And of course, 
this fact is an obstacle to the competitiveness of SMEs. 
So much so, that there have been initiatives like NEW (No Company without Web) and similar to encourage 
these companies to start in the digital economy. 
Not enough to have their own web presence or website of the third, but to make a deep reflection about the 
opportunities that the Internet can offer the business and what is the right strategy to take advantage. Some of the 
benefits are: 
 
• Success can be fast. 
• They break geographical barriers. 
• Segmentation varies. 
• The function of advertising, promotion and public relations changes. 
• Internet marketing allows real results. 
• The size is still important 
• Customers. 
• Competition. 
 
The reality is that 70% of family hotels do not have a website and much less efficient a digitized system for 
tourist attraction, so it is necessary to manage training and moderenización in this area. 
5. Innovation. Marketing as a process of creating value from the company or brand to its public. This value 
contribution may arise from a stagnant or from one approach innovative. Hotel size, agility and responsiveness, 
along with the possibilities of the digital economy, must be aligned by management in order to build a culture of 
innovation. Innovation must be then maximum marketing in SMEs and entrepreneurs. Today it has placed greater 
emphasis on innovation, Morelia seeks to be competitive for the variety of services and their quality in terms of 
accommodation, so that daily seeks continuous innovation in the service. 
6. Talent and collaboration. In such a complex environment, digitized, competitive and demanding 
innovation, you can only compete and create value for customers (ie marketing), if the organization has the 
necessary talent. For hotels, its size will be impossible in most cases available talent internally and know-how 
necessary to understand, interpret and act on such a complex scenario. It is therefore necessary to establish a 
culture of collaboration. It is not worth a company closed in on itself, jealous of their knowledge and information 
not shared, not with your customers and suppliers, but not even with their employees. No easy task, as it involves 
a cultural change, direct responsibility senior management, which is based on the following keys (Olsen, M.D. 
1993): 
 
• Confidence 
• Information for key people. 
• Innovation 
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• Generosity 
• Values 
3. Proposal for marketing in the hospitality industry 
That the current situation is a complicated and reality uncertain, both large and small companies. It is also a 
fact that this is the environment in which it will have to compete for a long time. Gone are the initial phase of 
retrenchment in any crisis is to review structures appraise costs and weather the storm as best as possible. 
Current demand to take action. This means concentrating on income, that is, on the client. To do this, hotels 
and hoteliers should adopt, once and for all, marketing and brand building as the focus of its activities. This 
means focusing efforts on offering to its clients and prospects, innovative value propositions, differential and 
winning. 
The circumstances of undoubted opportunities to exploit these opportunities should bet on the marketing from 
senior management. Must have strong leadership that from a strategic, bet on guiding the company to the 
customer, both domestic and abroad, although this involves giving up short-term profits. 
Also, this strategic leadership must establish a culture of innovation and proceed to reflection about 
digitization. All this will lead to a series of requirements of talent, experience and human and financial resources 
that the hotel is hard to tell, therefore, this leadership should promote the establishment of collaborative 
environments and strategic alliances with third parties, so that to ensure that their value proposition is supported 
by a back-office talent. 
The hotels in the city of Morelia given its status as small or family enterprises, should consider the six main 
keys to marketing to internationalize your hosting service. As established in the network approach to 
internationalization, you should get companies that have services or products for hotels, rejan collaborative 
networks and implement marketing together to achieve increased market share and meet international. 
4. Proposal 
Price Strategies 
One of the strategies that must be used by the hotels is the price for seasonality . This means that prices 
should be set in line with the season of the year when tourists visit the country. The objective of this strategy 
should always be to increase income in each season encouraging tourists visit in any season. 
The parity pricing strategy is also recommended. This strategy implies that the prices offered are similar to 
those of the competition (in this case other countries that offer tour packages). It is convenient to apply because 
the tourism product offered is similar to that of competitors, but there is an advantage in the state that can be 
leveraged to provide the consumer with the highest overall value: the chance to visit forests, beaches, ruins 
archaeological sites, picturesque villages, all within walking distance. 
Promotion program is prepared based on a process in which various aspects are contemplated. This process 
consists of five steps. 
Step1: Define the promotional objectives. Create a strong identity of the place as a tourist destination in the 
consumer market and develop the investment potential in the market and sale of the hotel industry, strongly 
encouraging its members to take an active interest in developing and selling the country's tourism programs. 
Step 2: Promotional Strategy Selection. Promotional strategies adopted are: 
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a) Attraction Strategy: This strategy is ideal for capturing directly to consumers, which is one of the 
promotional plan objectives. Normally this strategy is characterized by having in its promotional mix , with a 
greater emphasis on advertising activities. 
b) Push Strategy: This strategy is used because you want to stimulate product sales strongly tourism , 
encouraging the actors associated with the item to be interested in promoting it. For the case, the mixture Coupon 
is characterized by a higher content of activities relating to sales promotion. 
Step 3: Determination of the promotional mix. Promotional mix using includes: 
1. Direct Mail. 
2. Making promotional visits. 
3. Conducting familiarization trips. 
4. Running an advertising campaign in the industry. 
5. Participation in events of the Tourism Industry. 
Step 4: Preparation of individual programs. Each of the actions listed in the previous section, require the 
preparation of individual programs, which will be implemented. 
Step 5: Budget Media. A media budget depends on the promotional schedule, which includes all promotional 
activities to be performed, with specific dates. 
Selective Distribution Strategy. 
Mainly tourism operators hotels and travel agencies should seize national and international trips to trade fairs 
to be known and establish contact with foreign operators to achieve select to distribute packages to Morelia. 
Conclusions 
Faced with this situation, que highlights the growing intensification of competition That is taking place in the 
industry, reflecting Both investment fever that is living in the hotel industry in Mexico,: such as the landing of 
large international chains in this Country, it that required the large number of small and medium hotel companies 
Consider new marketing strategies to Improve their competitiveness and enable to continue playing the important 
role in this industry have developed in recent medical support. 
In this sense, one of the lines of action to follow should consider joining the so-called vertical marketing 
systems, in which without losing their independence are integrated into distribution groups allow a better 
competitive that when negotiating position with large distribution groups, higher profitability and efficiency in 
marketing activities, and ultimately from Improve their competitive position. 
Similarly, you must pass what is known as a political marketing targeted intensive distribution strategy where 
instead of working with a very large number of intermediaries is chosen by choosing a smaller number of them, 
but thereby maintaining a high level of cooperation in the distribution, establishing long-term partnerships and 
agreements Between the companies involved. 
Third, a vital strategy for small and medium enterprises through the goal of customer loyalty, que is required 
to develop a clear strategy of differentiation from the competition, constantly looking for a way to offer 
something different from the other and overall consumer satisfaction. In this sense, an aspect of great Importance 
is to enhance the brand image, allowing a clear positioning of the company to the consumer and constant 
innovation policy consumers that look positively surprise each time you stay at the hotel. 
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